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A 
MODERN 
INSTANCE. 


ADVERTISING will improve any_ business, 
but it will change it, and the advertiser must 
adapt himself to making transactions on a 
changed business. <A few’ years ago a dealer in 
petroleum oil decided to sell only oil of a high 
grade and fire test. On all packages that he 
sent out he stamped his trade-mark. By liberal 
advertising he induced consumers to buy his oil, 
and they found that it was safe. There came a 
time when thousands of families would use no 
other, and it was useless for a dealer to tell a 
consumer that his oil was just as good, was 
identical, etc., etc. Advertising had stamped 
that trade-mark named on the minds of the 
people, and they would pay a penny a gallon 
extra for the assurance of safety which to them 
that trade-mark conveyed, and this enterprising 
man in consequence died a millionaire. 


IF YOU BELIEVE that a similar piece of enterprise 


would pay in your own business, we, as news- 
paper advertising agents, are prepared to place 
and attend to all details of your advertising. 
GEO. P. ROWELL & CO., 
10 Spruce St., New York. 
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Tell Your 
Advertising Agent 


that you want the 1400 Local Papers 
of the ATLANTIC COAST LISTS. in- 
cluded in your schedule for advertising, 
even if he can make more profit for himself 
by substituting something else. 


What You Expect 


is remunerative returns for your outlay. 
This cannot be accomplished by inserting 
your advertising in papers claiming large 
circulations, but which circulations are made 
up of names bought from Dry Goods, 
Notion, and other business houses, after 
all the purchasing power has been squeezed 
out of them. Circulation, to be valuable, 
must be composed of 


Paying Subscribers. 


This is the kind of circulation possessed by 
the Atlantic Coast Lists. The dwellers 
in the towns where these papers are pub- 
lished subscribe for, ¢horoughly read and 
believe in them. Advertisements in these 
papers are seen by subscribing readers, and 
are worth something. 


They Produce Results. 





PE Atlantic Coast Lists, 


134 Leonard St., New York. 
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PERSONAL ADVERTISING 
By Wm. Hosea Ballou 


Personal advertising is best exem- 
plified in Mr. Chauncey M. Depew, 
not that he personally engages in it, 
but because he is magnified constantly 
before the public by it. Mr. Depew 
has earned all the advertising he has 
received, but possibly his good nature 
has been made to pay for much of it in 
transportation on his railway, which he 
could not with good grace refuse to 
those who made him the high subject 
of their pens. He has deserved it be- 
cause, when he speaks in public, the 
public not present desires to hear what 
he knowing that he 
something worth reading ; he 
tells bright anecdotes, and because he 
can, at any hour of day or night, give 
an instantaneous opinion on any sub- 
ject whatsoever. Newspapers do not 
livide politically on what he has to say. 
Republican, Mugwump and the Demo- 
cratic press always have ample space to 
devote to him, matter what the 
pressure of news or advertising 

What is the value of such advertis- 
ing to Mr. Depew? The question may 
well be asked, but must be delicately 
handled. Without the press, Mr. De- 
pew would still be the greatest orator 
of his times, the best post-prandial 
speaker and one of the brightest story 
tellers. But by the press he has uni 
versally become known as such — his 
words having had the widest distribution 
and the most vast audience known to 
any man. Shakspeare is not so widely 
read and discussed in the press as Mr. 
Depew, whatever the comparative 
merits of the men. The newspapers 
have done for the one what immortal 
writings accomplished for the other. It 
is easy to assume, therefore, that person- 
al advertising has been a mighty vehicle 
in the immortalization of Mr. Depew, 
whether it be eternal or ephemeral. It 
is also certain that a wider demand has 
been made for Mr. Depew as a speaker 


said, has said 


because 
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by the power of the press, and that 
same power caused him to 
stamped as the national orator, same 
as it has stamped the golden rod as the 
national flower. 

Personal advertising is as varying as 
anything else on this green foot-stool. 
By means of it an ex-President is uni- 
versally supposed to be engaged in 
raising poultry, though it is doubtful if 
he really possesses a coop, or, if so, if 
he ever saw its int 

Personal advertising has made the 
late William M. Tweed to appear as 
the biggest and most pestilential thief 
that ever disgraced this world; yet we 
all know greater thieves whom the 
press not to term as such 
\s a matter of fact we know that the 
metropolis was enormously benefited 
by the stealings of Tweed : that Cen- 
tral Park was his master creation, and 
that scarcely an Improvement has been 
made not laid down by him; that we 
owe to him Terrace Bridge, the most 
superb architecture in the world to-day 

Personal advertising, unsolicited, has 
brought into world-wide prominence a 
three-dollar shoe 


has be 


ates. 


does care 


man, whose only ol- 


fense consists in inserting his picture 


in all his display advertisements. Not- 
withstanding his legitimate method of 
bringing an article to public attention, 
for which he gives the full value of the 
money demanded, the press has made 
its faithful customer run the gauntlet 
of eternal ridicule. 

There is one view of advertising 
which I have never seen expressed and 
may be original. ‘lake any newspa- 
per of any day. Glance at every word 
in it, from the first to the last, and 
find an article which does not advertise 
some one—which does not make some 
one the talk of the day. If it be acrim- 
inal case, the court-room is crowded to 
see the party written about. If it be a 
great criminal case, extras, with all the 
details, are eagerly devoured. Perhaps 
the article refers to the incorporation 
somewhere of a stock company. In 
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that case it serves to bring the stock in 
question before a public which will 
be immediately asked to subscribe to 
it. Even a railway smashup is made 
to bring before the public a lot of peo- 
ple whose names are never seen in 
print except in a city or town direc- 
tory. Prominence, prominence, promi- 
nence! It comes in divers of ways; 
it grows out of the most peculiar con- 
ditions, and, however it is secured, it is 
of value to the recipient and is made 
the subject of boast thereafter, from an 
ordinary ten-day or ten-dollar fine for 
a drunk, up to the production of 1a 
masterpiece of statuary 
to advertise a prima-donna, no matte 
how nasty the remarks of her 
mother, nor the questionable retorts of 
a recent son-in-law, who confesses to 
all the category of wild oats before he 
got married. The nastiest details of 
adultery and shame are sufficient to 
advertise an actress—to fill her audi- 
toriums. Here next is a female novelist, 
whose write-ups in the daily papers are 
well-known to newspaper men by the 
three stars at the bottom, who regis- 
ters at hotels and places the titles of 
her novels after her name. Such ad- 
vertising is sufficient to cause a pub- 
lisher to pay her a salary of $250 per 
week to write a bowery literature for 
him. And, by the way, what does a 
confiding public know about the mean- 
ing of three stars at the bottom of an 
article ? 

Personal advertising has become a 
craze with an immense number of peo- 
ple. The cause lies in the sudden in- 
flux of clipping bureaus. 
the clippings begin to come in the sub- 
ject immediately acquires the craze. In 
England the mania is said to have 
alarmingly spread, being at its most 
dangerous height among the royalties 
and the nobility. These personages 
are profitable subscribers of the clip- 
ping bureaus, and are unhappy when 
any day passes without any clips. It 
cannot be that the in 
league with these bureaus, but they 
have certainly been brought into nu- 
merous existence by the press and kept 
profitably busy. It would be difficult 
to account for such a craze among a 
class of purely unprofessional people, 
who have no axes, apparently, to grind 
with the public. One can understand 
the value to a professional person of 
constant mention in the press in these 
times of immense masses, clawing for 
prominence. But toa noble or royal 
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person, who is not in drama, or art, or 
literature, to become crazed for noto- 
riety is a remarkable spectacle which 
should cause the ancestral bones to 
turn over in musty graves. 

One thing may be pointed out. The 
modern public does not distinguish be- 
tween notoriety and immortality. A 
person who is before said public con- 
stantly, however trivial the cause, seems 
to be bigger than old Shakspeare. The 
present public doesn’t care a rap what 
the future ages will think of one, or 
whether they will think of one at all or 
not. To be before the modern gaze 
at all times is far better, the modern 
public seems to think, than dwell in 
the hearts of future ages, 

oo 
BSTITUTION ”’ 


‘Sl AS VIEWED 


BY ADVERTISERS. 


The following letters have been re- 
ceived in response to inquiries sent out 
from the office of PRINTERS’ INK to a 
few large advertisers requesting theit 
opinion as to the extent of the ‘* substi- 
tute evil,” and what remedies, if any, 


From 
Replying to your inquiries of Ist 
st. concerning the evil of substitu 
say that, while doubtless 
this practice prevails to some extent, 


in 
tion, would 


ind all advertisers suffer more or less 
from it, we believe it unfair to make 


the sweeping charge that druggists as 


Idicted to it. On the con- 
the man 
of 
as a citizen and a mer- 
such methods as unfair 


a class ar a 
trary, the legitimate druggist 
who holds the h chest confidence 
the community 
chant—desfi 
and unjust. 

You will find that the cutting and 
the substitution go hand in hand. The 
department stores where great bargains 
in medicines are advertised are depots 
for ‘‘ non-secret”’ and ‘‘ home-made” 
goods, and they are shoved to the front 
when any of the well known, popu- 
lar and well advertised medicines are 
called fe rT. 

If manufacturers will refuse to sup- 
ply such establishments, we think they 
will have no occasion to complain of 
substitution by regular druggists. 

J. C. Aver & Co, 
From I. L. 

Your favor of the Ist inst. is before 
us. Few manufacturers have suffered 
more than we have from the evil of im- 


Cragin & Co, 
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A. FRANK RICHARDSON, ESQ., THE ADVERTISING AGENT, CONT 
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urgely advertised by us. | tl on the market eive unsuspect- 
old, original electric ‘soap, made now, g consumers a to i re them by 
as in 1869, from a formula for which, ruining clothing 1 intended to filch 
together with the exclusive right to use from us business belonging to us and 
it, we paid over fifty thousand dollars, built up by us 

and it is now known from one end of If you ntl f t 
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devise any way to kill off the swarm 
of imitators that beset the way of all 
originators, and force every tub to 
stand on its own bottom, you will de- 
serve the praise and blessing of the 
whole world. I. L. CRAGIN & Co. 
From the World's Dispensary. 

Your esteemed favor of August Ist 
received and noted. ‘The writer is 
just on the eve of departing for a 
cruise up the Lakes, or he would be 
only to glad to write his views with 
respect to the matter of substitution. 
We recognize the evil as a great and 
growing one which all manufacturers 
of proprietary medicines have to con- 
tend with, and one which it is possible 
for the press of the country to aid us 
in meeting, if publishers feel so dis- 
posed. 

At some future time I hope I may 
be able to communicate something 
with respect to this subject which may 
be of interest to your readers. 

R. V. PIERCE. 

From G. & C. Merriam & Co, 

Any concerted action on the part of 
the press whereby old-time standards 
of commercial and intellectual integ- 
rity may be perpetuated will have our 
hearty indorsement. Flashy and fraud 
ulent advertisements may pay for the 
time being, but in the long run the 
papers that exclude them will gain in 
reputation and money. 

G. & C. MERRIAM & Co, 


From the Rochester Lamp Co. 

The substitution of articles not ad- 
vertised for those which have acquired 
a widespread reputation by reason of 
advertising, is without doubt a com- 
mon practice among many dealers. 

The usual excuse of the dealer in 
order to induce his customer to take 
some other thing than that which the 
customer specially calls for is, that it 
“is just as good.” It is well known 
that an extensively advertised article 
commands a higher pricé. There are 
two reasons for this: First, customers 
are impressed in favor of the article 
and call for it—they want that par- 
ticular article and will pay the price 
asked for it ; second, the proprietor or 
manufacturer of the article is under 
heavy expense for advertising, and 
cannot afford to sell it at the same 
price of a competitive article which is 
not advertised, even if he were dis- 
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posed to. Advertising bills are an 
expense which must be added to the 
cost of manufacture. 

The dealer can sell the substituted 
article at a little less than the known 
price of the extensively advertised ar- 
ticle, and make in many cases more 
than double the profit. This his 
real inducement. 

The Rochester Lamp Co. has come 
in for a good share of this sort of busi- 
ness by the retail dealer. The ques- 
tion of dealing with the evil has been 
often under ma, <. & 
Upton, the president of the company 
and owner of the pate nts, has spent a 
great deal of money in fighting this 
vicious substitution practice. He has 
caused purchases to be made in vari- 
ous cities and towns, by which dealers 
have been ‘‘trapped” in selling in- 
ferior or cheaper-made lamps and bill- 
ing them as *‘ Rochester” lamps ; and 
he is still prosecuting many suits at 
law based thereon. Of course there is 
not much difficulty in winning a case 
on such clear evidence. But 
the representation was simply made 
that the lamp sold was “‘ just as good 
as” or ‘‘ similar to” the Rochester, of 
course there was no redress. 

In some cases special agencies have 
been made, and no goods sold to any 
other dealer in that market ; and spe- 
cial effort has been made to locally ad- 
vertise that firm as sole agent. It is 
difficult to control the sale in this wav, 
however, of any article which is sold 
by the jobbing trade ; and oftentimes, 
in spite of the efforts of the manufact- 
urer, the ‘‘ sole agent” is disgusted to 
find his local competitor advertising 
the very goods wifich he supposed he 
had the exclusive agency for, and sell- 
ing the same at a less price. 

In my judgment a good way to 
worry those wily and unscrupulous 
dealers who are pushing something 
else, claimed to be ‘‘ just as good” as 
a widely advertised and meritorious 
article, is to advertise more extensively 
in that locality, and caution the public 
against the substitution scheme which 
the local dealer is working. 

The following clayse, which wiil be 
found now in every advertisement put 
out by our company, has had a salu- 
tary effect : 

*_ * * 


is 


discussion, 


where 


Insist upon seeing the stamp of 
the genuine—‘* The Rochester.”’ If the lamp 
dealer has not the gexuzne Rochester and the 
style you want, send to us for illustrated price 
list, and we will send you any lamp safely by 
express, 





We have also run the following 
‘ reader” in the local column, in con- 
with the advertisement, 
many newspapers—especially in locali- 
ties where we had reason to believe it 


would do the *‘ most good ” 


nection In 


You can paralyze a wily dealer who is trying 
you, if upon seeing the 
the Rochester burner 

he «chester m every lamp 


‘seeing is be 


to deceive you insist 


stamp genuin 


st upon Se 
believe if newspapers generally 
would make it a business to ascertain 
whether local dealers were substituting 
for the articles adver 
imns, they could aid 
the mis 
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cheaper articies 


tised in their co 


very much in suppressing 


chievous practice 


& Gambl. 
favor of the Ist inst 
received, and in reply would say that 
fought ‘* Substitution’ 
Ivory Soap was first put on the market. 
Our methods have been: First, to en- 
courage the trade to handle 


by 


esteemed 


Your 


we have since 


our soap 
living 
letert | 
aqerverrea 


the 


gain a fan 


may be 


assisting them to 
profit, so that 
from the 
with 


hey 
delude 


inferior 


inducement to 
an imitation, 


public 


ar- 


ticie ; second, to post by 


of 


genuine 


them - know 
of the 
give a ‘‘ word of warning 
tom ol ot 


and also have special advertisements 


letting 


quality 


superior 

We 
at the bot 
many our advertisements, 
for no other purpose than to show why 
an unscrupulous dealer should desire 
to sell another brand in preference to 
ours. We still suffer more or 
from this cause, but it is 
that the difficulty is 
must 


le ss 
belief 
whi h 
and wl 


our 
one we 
overcome ourselves, ch 
cannot be removed by co-operation. 


H. W. Brown 


From th Specific Ci 


In reply to yours of the 1st, I have 
read Mr. Kichardson’s speech on the 


** substitute evil.”” While Mr. Richard- 
son puts it strong, there is no doubt 
the evil exists tosome extent. Having 
for many years been a retail druggist, 
and for some time in the proprietary 
medicine and wholesale drug business, 
I think I understand the situation and 
causes which lead to the effort on the 
part of many of the retail druggists to 
substitute one article for another. This 
substitute business is unjust to all 
parties : to the purchaser because he 
often receives an article inferior to that 


wanted, which in some cases works 
actual injury ; it is unjust to the manu- 
facturer, because it him of the 
legitimate fruit of his advertising ; it 
is unjust to the seller in that he thus 
becomes a party both to the deception 
and the robbery. This illegitimate 
business is not done by all of the retail 
druggists, and is, I believe, a result of 
another species of fraud and deception 
which is in by a of 
shysters or sharpers doing business as 
retail druggists, who known 
‘cutters.” These philanthropic 
dividuals publish to the world that the 
average retail druggist sells his goods, 
prescriptions, etc., at an enormous 
profit, while he, the said cutter, by pur- 
chasing in large quantities, taking ad- 
vantage of all the discounts, et« 
sell his geods at retail at the same, or 
lower, prices than the largest house can 
sell at wholesale, and thus make a great 
savingtotheconsumer! Forinstance, 
the cutter will advertise 5. S. S. at 67 
cents per bottle. The customer calls 
for a bottle, and is immediately con- 
fronted with a bottle of some so-called 
blood mixture, and ‘‘ we have a better 
preparation, which we make ourselves ; 
the bottle is larger,” etc., and in many 
cases the purchaser is induced, against 
his inclination, to take something which 
he does not want, and which is often 
not only without merit, but is absolutely 
harmfu! tothe patient. It will thus be 
seen that the object of advertising 
S. S. S. at 67 cents a bottle was not for 
the purpose of selling it, but to at 
tract the customer to his store, in order 
that he might be induced by the pro- 
prietor to buy some of his own concoc- 
tions. Such this, in my 
opinion, account for the greater part of 
the substitute evil 

Now, if we would remedy the substi 
tute evil, we should first get rid of the 
so-called cutter. <A reliable and con- 
scientious druggist cannot be a cutter. 
According to the nature of things, a 
responsible retailer must carry quite a 
quantity of expensive drugs and chemi- 
cals which are not often called for, but 
for which there is a demand, and he 
must, at all times, be in position to 
supply. Often these goods deteriorate 
by age or decomposition, and must be 
thrown out—a Therefore, he 
must earn a fair profit on his business, 
or he is forced to get out of it. 

But how shall we dispose of the so- 
called cutter? I answer: The cutter 
is a bad man; he is an injury to the 


robs 


engaged class 


are as 


in- 


-, Can 


cases as 


loss. 
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community, to the city, to the State and 
to the country. As a rule, he sells 
nothing but inferior goods, the excep- 
ticn being when he cannot help it. 
He has no hesitation in selling one 
article at less than cost, and making up 
the loss on the next prescription which 
comes in by mixing flour with the 
bismuth which may go into a compound 
for some delicate infant, on which its 
life may depend ; or adulterating his 
castor-oil with common lard oil, etc. I 
have no doubt that many of these so- 
called cutters follow up the fires which 
occur in drug houses, and purchase the 
damaged drugs and chemicals from the 
insurance companies. ‘This deteriorat- 
ed and unreliable stuff is then sold out 
as a great cut to the unsuspecting 
public, I make this statement because 
I know it to be a fact in one instance. 

In my opinion, there are many deaths 
caused by the administration of inert 
or impure medicines purchased from or 
compounded by these so-called cutters. 
The cutter, then, should be boycotted 
by the people, and the press should 
expose his methods. 

Lastly, every legitimate retail drug- 
gist should refuse to buy of a manu- 
facturer or a jobbing druggist who will 
sell the cutters, and appoint committees 
to prosecute the violations of the laws 
prohibiting adulteration of drugs and 
medicines. J. W. RANKIN 
“cr Ce, 


Charles A. Vogi 


. 


From the 


We have your favor of the Ist inst., 
calling our attention to the fact that 


what is termed the ‘‘sutstitute evil” 
was discussed at the late convention of 
the National Editorial Association, and 
that the opinion was expressed that the 
newspapers should Jend assistance to 
large general advertisers by exposing 
local dealers who attempt to palm off 
on customers some article other than 
the one called for, and as you have 
asked for our views on the subject, it 
affords us pleasure to comply with your 
request. 

While we have not a great deal of 
data at hand, we have reason to believe 
from what we have seen and heard that 
the practice of substituting is very ex- 
tensively engaged in by unscrupulous 
dealers in proprietary preparations, and 
thereby the manufacturers of well ad- 
vertised articles are literally robbed. 
To say the least, this is exceedingly 
aggravating to the owners of standard 
proprietary medicines and other pre 
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parations, the virtues of which have 
stood the test of time and experience. 
Take our own case, for instance. Mil- 
lions of dollars have been expended in 
advertising the great remedy for pain, 
St. Jacob’s Oil, and our other prepara- 
tions, and while we should have reaped 
the entire benefit resulting therefrom, it 
can hardly be doubted that we have lost 
thousands of dollars through the evil 
practice referred to. 

Many remedies might be proposed, 
but we do not think any would prove 
as effective as that suggested by Mr. A. 
Frank Richardson in his address before 
the National Editorial Association. We 
highly commend Mr. Richardson for 
his thoughtfulness of the interests of 
his customers and for the tact that he 
has displayed in calling attention so 
opportunely to the ‘‘ substitute evil.” 
He should have the commendation and 
sincere thanks of every owner and 
manufacturer of proprietary articles 
and of every newspaper publisher, for 
their interest in this matter is a common 
one, 

THe CHartrs A, Vocri 

— > 
HERE AND THERE, 
‘By Horace Dumars. 

A circular recently recéived from the 
manager of a distributing agency calls 
my attention to the fact that he is 
ready to thoroughly cover quite a poi- 
tion of Indiana with advertising mat- 
ter, and among the assertions made is 
the following, which would require a 
stretch of conscience to indorse : 


Co, 


You, as a business man and advertiser, of 
course know that this is the cheapest, most 
successful and thorough manner for reaching 
the people and getting your business before 
them, 

This announcement is followed by a 
list of prices which are here presented 
in order to show the cost of reaching 
the public in this way, as compared 
with announcements made through the 
columns of standard publications : 

For judiciously distributing circulars, show 
cards, pamphlets, almanacs, calendars, and 
other light printed matter on the streets, to 
passengers on trains, workmen at factories, 
and all public meetings, fairs, etc., $1.50 to 
$2.00 per 1,000, Placing at or under the doors, 
$2.50 per 1,000, For ringing bell and awaiting 
answer, and handing in only when answer is 
made, $3.00 per 1,000, 

It would seem that $2.00 per thou- 
sand is sufficient pay for thrusting 
printed matter at passing pedestrians, 
while the work of facing dogs and slip- 

ing handbills under dcors calls for ¢ 
ping handbills under dcors calls for an 
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advance in price of but 50 cents per 
thousand. No mention is made of 
cost of filling up unused ash barrels or 
the poking of a few hundred copies 
into vacant dwellings, or finding com- 
fortable resting places for the matter 
under barns and wood-piles. lhe 
charge for ringing bells and awaiting 
answer, and handing in only when 
answer is made, is entirely too low at 
$3.00 per thousand, unless the person 
who undertakes to ring up and bring to 
the door the irate woman of one thou- 
sand homes, courts a violent death, 
and takes this method of making cer- 
tain his speedy exit from a troublous 
world. 


Imagine what the feelings of an over- 
worked woman are upon leaving her 
baking, or other equally important mat- 
ters, to respond to the door-bell, and 
there finding a man offering her an an- 
nouncement that Dr. Smith's Pleasant 
Pills will relieve her of al! fatigue at the 
trifling expense of twenty-five cents, 
and, returning, finds that the work she 
has temporarily left must all be done 
over again on account of her trip to the 
front door! It is hardly to be expected 
that a woman under such circumstances 
will rush to the nearest drug store to 
lay in a stock of Smith’s pills, and it 
is more than likely that she will regis- 
ter a vow to forever boycott that parti- 
cular remedy in order to get even with 
its manufacturers for the annoyance 
they have caused her. It is possible 
that her forgiving spirit may lead her to 
forget the first or second offense, but if 
the distributing agency should keep up 
the practice of ringing her bell at vari- 
ous hours during the day, and following 
up the practice for only a week or two, 
there will be just cause for murder the 
moment that one of its representatives 
shall touch the door-bell. 


I figure the cost of a great many 
advertisements and think that eighty 
lines of space in a well-printed medium 
will cover as many points as do most 
circulars. Forthe sake of comparison, 
take this amount of space in a paper 
with a circulation of a quarter of a mil- 
lion, the gross rate for space being 
$1.25 per line. The cost would be 
$100 for placing an advertisement of 
this size in the hands of 250,000 sub- 
scribers who look anxiously for its 
coming. At the price per thousand 
above quoted for ringing bells and 
handing in circulars, the cost for reach- 
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ing a quarter of a million of people 
would be $750.00, to say nothing of 
the expense of printing and afterwards 
expressing the matter to the various 
agencies. It may be argued that a 
paper contains many advertisements, 
whereas the circular presents the claim 
of but one person; but with the con- 
stant ringing of door-bells and frequent 
** handing in” or ‘* slipping under the 
doors,” the chances of announcements 
being read are greatly in favor of those 
appearing inthe paper. A publication 
which is paid for is generally welcomed 
and preserved by the subscriber, while 
the calling of ladies to their doors in 
order to hand them a circular is almost 
sure to antagonize those whom it is de- 
sired to interest, and cause them to 
resent as intrusions the announcements 
thus thrust upon them. Then, again, 
how is one advertiser to know that his 
circular is not being bunched in with 
those of several others, and all delivered 
at the same time ? 


——_—$$<$09—————_—__—_ 


ADVERTISED ARTICLES RELI- 
ABLE 


It is a safe rule to buy only remedies 
that are advertised. Any one who has 
a really meritorious medicine is gen- 
erally anxious to extend the sales by 
giving the fact the widest publicity. 
Cheap imitations of popular remedies 
are put up, b and sometimes 
purchasers are fooled into buying them. 
Of course companies that put up mil- 
lions of dollars worth of medicine have 
skilled chemists and laboratories sup- 
plied with all the auxiliaries conjec- 
turable. The goods produced may be 
imitated, but the chances are that they 
are worthless and their buyers swindled, 

As we said at the outset, when you 
want a certain preparation that you 
have seen advertised, do not let an in- 
terested salesman induce you to take 
something else. The very fact that a 
medicine is well advertised proves its 
potency, for if it had not stood the test 
the proprietors could not afford such a 
heavy outlay. Our word for it, the 
reader will do well to buy only such 
advertised. — 7roy 


ywever, 


medicines are 


Pres 


as 


—— 
NEWSPAPER advertising is the same 
any business, One man goes in 
and makes money, and the other loses, 
although he has the very same me- 
diums and the very same article to ad- 
vertise.— Baltimore (Md.) World, 


as 
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A MERCENARY CRITIC. 
From the Denver News. 

Stanley Wood, the genial editor of the Great 
Divide, and Colorado's author, poet, journal- 
ist and literateur, was going down to Palmer 
Lake the other day, when he was approached 
by the newsboy with a copy of ‘* Over the 
Range,” and solicited to buy it. The book 
was from Stanley’s own pen. He took the vol- 
ume, looked at it critically, and remarked casu- 
ally that he didn’t think muc h of the work; 

‘in fact,” he continued, ‘I have always be- 
lieved I could write a better one. The news 
vender promptly disputed him. ‘“* The man 
who wrote that,” he asserted with much zeal, 

‘was a genius. No such book descriptive of 
a journey from Denver to San Francisco was 
ever written. I sell hundreds of copies of it. 
Every point of interest is beautifully de- 
scribed-——"’ And thus he continued until out 
of breath and the train whistled for Palmer 
Lake. ‘“ That's the finest eulogy I ever heard 
on that work,” said Stanley, grimly, handing 
the boy his card, ‘‘ but I fear it is prompted 
by a mercenary motive.” The book agent 
noticed the name, and taking in the situation 
made tracks for the front car to get a basket of 
bananas and oranges. 
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ANNOYANC ES OF BU ISY PEOPLE. 


From the Journatist. 

I was trying to get a few minutes’ talk with 
George W. Turner the other day, and inside 
of three minutes seven cards were brought to 
his desk. One man wanted to sell him a steam 
yacht, another had a “ business proposition 
to make,” a third wanted a position, a fourth 
wished to talk about ** personal business, ’’ and 
so on through the list. Very few men can 
transact a matter of business as quickly as Mr. 
Turner can, but even with him the days would 
need to be forty-eight hours long and fourteen 
days to a week, if he attemped to see all the 
people who seem to have nothing better to do 
than to waste other people’s time. 

-~— aa 
FOR SALE, 


Advertisements under this head SO cents @ line 


INIATURE DYNAMOS for premiums. 
EMPIRE PUB. CO., 66 Duane St., N. Y. 


EawrrogaLs written for weekly newspa- 
4 pers by leading journalist. $% per col 
umn. “O. N. E.,” ¢ sare Rowell & Co. 


YOR SALE—The house 112 Kosciusko St., 
Brooklyn, 15x100. Price, $4,000. Apply to 
owner, GEO. P. ROWELL, 10 Spruce St., N. Y 


F you want a First-class Weekly Newspaper 

and Job Office, with splendid paying | pat 
ronage, in a progressive West Texas city, 
address “ R.,” care PRINTERS’ INK. 


VOR SALE—Web Press, six or seven col 

umn, folio or quarto, because of consoli- 

dation. Also 9) rolls six-column quate pa 
per. BEACON Office, Akron, Ohio 


S10. 000} WILL BUY DAILY—earn 


ing trom | $5,000 to $8,000 per 
annum fa net cash balances. Good reason 


for selling. S. A. FOSTER, Duluth, Minn. 


EWSPAPER FOR SALE.—Whole or half 

interest in fine paying daily and weekly 
in Central California. Old business; terms 
extraordinary. Address IRVINE’S BUREAU, 
4%) Pine St., San Francisco. 


R SALE—A Daily and Weekly News- 

paper and Jobbing Outfit; good circula- 
tion—established, Excellent advertising and 
job patronage. The best oumpee office in 
this section. Terms easy. Illness of pro- 
rietor reason for selling. Address “S02,” 
unbury, Pa. 


TERS’ INK. 


6) COUNTRY CAMPBELL PRESSES, com- 

ad plete. Size of bed, 2x48; box frame; 

tapeless delivery, two rolls, rock screw and 

table. Run one year and in complete repair ; 

very we 4 to a quick buyer. THE GOSPEL 
NEWS CO., Cleveland, O. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
tell the story in twenty three words and send 
it, with two dollars, to the office of PRINT 
ERS’ IN If you will sell cheap enough, a 
single insertion of the anuouncement will 
generally secure a customer. 


"YYHE NOVELTY OF 1891 — EMBOSSED 
TRADE CARDS. Entirely new and orig 
inal. 12 businesses now ready. Bronzed! 
Illustrated! Chaste! Intensely elegant and 
specially suited for fasiijious trade. Big 
Button (you press) for printers and special 
ists. Full line samples, ae ‘aycccke 
for 5 two-cent stamps. GRIFF! AXTELL 

& CADY CO., Embossers, Holyoke’ Mane 
o - 

WANTS. 

Advertisements under this head W cents a line 


y 7 ANTED—Good sober, hustling Advertis 
ing Solicitor, SOUTHERN LIFE, At 
lanta, Ga. 
ADY wants 
4 350.00, as 
Brockport, } 


j} L. CLARK, 


Lady or. Gentleman, with 
partner. Write to Box 26, 


“2 years editor Kingston 
‘4e Daily Freeman, desires new y postition. 
Terms reasonable. Rondout, N. 


\ JANTED — A Second-hand 
Press, cheap and good 
price. THE GOSPEL NE SCO, 


DRINTER, reliable, with small capital, to 
take ‘¢ interest in leading county paper. 
Large patronage. Box 167, Winchester, Tenn. 


YANVASSERS wanted to secure subse rip- 

/ tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of PRINTERS’ 
Ink, 10 Spruce St., New York. 


Vy ANTED—An additional medium, by 

A. H. SYMONS, Sole Special Advertising 
Agent for Good News and New York Weekly, 
No. 5 Beekman St., New York. 


IVE Adve -rtising § Solicitor hav ing extend 

4 ed experience with technical magazines 

desires to represent Eastern _—~ in terri 

tory west of Buffalo on commission basis. 
Address * SOLICITOR,” care PRINTERS’ INK. 


DVERTISING MANAGER of experience, 

competent to take charge of advertising 
of mercantile or manufacturing concern or 
insurance company, aud make it profitable, 
is open for e ngagement. Address “ ADVER 
TISER,” Printers’ INK. 


LADY of originality a and resource, who 

can write good, pithy business articles 
and possesses first-class executive ability, 
wanted to take charge of the advertising 
department of a large manufacturing firm. 
Write fully, in confidence, “ H.,” care Box 
1113, Philadelphia, Pa. 


RT ADVERTISING.—“ IDEAL MASTER 
Ji PIECES, FROM FAMOUS ART GAL- 
LERIES,” is the handsomest and most elabo- 
rate art advertising speciaity issued. Large 
advertisers, advertising specialists and print 
ers should see it. Newspaper publishers will 
find it a taking supplement. Send 6 cents in 
stamps for Cr, ge and prices. GRIFFITH, 
on> SLL & CADY CO., Embossers, Holyoke, 
Mass, 


Gordon Job 
state size and 
Cleveland, O. 


VERY ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business. 





PRINTERS’ INK. 


ANTED—ACTIVE, ENERGETIC MEN, to 
take charge of Advertising Department 
Geographical Magazine, for 
Boston, Philadelphia, Pittsburgh, Chicago, 
St. Paul, San Francisco. Only those nee 
make application who can furnish high class 
references for ability and trustworthiness 
Exclusive agency for each city. Rare chance 
for the right man. Address THE GOLD 
THWAITES, 130 Fulton St., New York. 


\ ) ANTED—An advertising expert who can 

write original matter, create modern 
styles of advertising and place large con 
tracts in preferred positions, to take man 
agement of a newspaper adv. department 
with an established agency that controls con 
tracts with the principal advertisers of Amer 
ica. A rare opportunity for a bright, aggres 
sive business man who knows how to hit the 
mark. Address, for interview, “ADV. EX 
PERT,” Box 2111 N. Y. City. 


SPECIAL 


V 


Goldthwaites’ 


NOTICES. 


Advertisements under this head, two lines or 
more, without display, We. a line. 


FN pemamnies LISTS ARE strong. 


LEVEY Ks are the best. New York. 
4 
OPULAR for 
Teachers. 
ASS rs’ HERALD, 
80,000 monthl 
MNVHE GRAPHIC licago, “the great W est- 
ern illustrated weekly.” 
MPVHE GRAPHIC, Chicz 
east cost to adverti 


EDUCATOR, Boston, 


ila., Pa. 15th year. 


gu—Most value at 
s. 


clean and lable is the SAN 


I RIGHT, re 
FRANCISCO BULLETIN. 
EW HAVEN NEWS— Only 
newspaper in Connecticut. 
COMPLETE Family Newspaper. 
FRANCISCO CALL. Estab. 1853. 


er names $1 to $0 per 
i AGENTS’ HERALD, Phila., Pa. 

‘AN FRANCISCO WEEKLY CALL 
Ss BULLETIN cover the Pacific Coast. 


ARGEST evening circulation Ss Califor 
4 nia—SAN FRANC ISCO BULI IN. 


ROSPEROUS, inte lliges nt cme reached 
by the SAN FRANC ISCO BULLETIN 


M' ST “Wants,” most circulation, most 

4 adv’s. SAN WRANC ISCO CALL leads. 

MVHE ADVERT R’S GUIDE Melied free 
by STANLEY DAY w Market, N. J. 


OUISVILLE COMMERCIAL Only 2 cent 
A Morning Daily published in Kentucky. 


| IGH grade, pure tone, honest c irculation. 
None better. SAN FRANCISCO CALL. 


independent 
SAN 
1,000, 


and 


a4 > : ; 22,846 W.; ciren 
55.0630 85 FRANCISCO CALL. 
DVERTISING rates lic. per inch per day. 
44. Cire’n 6,50. Enterprise, Brockton, Mass. 
I IGHEST ORDER Mechanical — wie A 
J. E. Rhodes, 7 New Chambers St., 
HE NEWS SERIES reaches the haut ton 
at the eee and winter resorts. Gen 
eral office, Utica, 
5 GOK »D CUTS of anybody you may name, 
af 2-in. gece in your paper. 1 yr. 
. FITZGERALD, Washington, D. C. 
NYPE Measures, ae and agate, by 
mail to any address on receipt of three 
2c.stamps. Address GEO. P. ROWELL & CO., 
New York. 
aes FARMER, Dallas. Larger circula- 
tion than any other Texas paper, and 
among the best — Proved circulation, 
over thirty thousand, 
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N EDICAL BRIEF (St. Louis) has the hangest 
i circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies eac A issue. 


APEK DEALEKS M. Plummer 
161 William St., N. Y., sell every kind of 
paper used by printersand publishers, at low 
est prices. Full line quality of PRinTERs’ INK. 


‘VHE RURAL CALIFORNIAN, published at 

Los Angeles, has, according to the Amer 
ican Lowepager Directory for 1891, the largest 
circulation of any agricultural paper issued 
in California. 


MFVHE SCHOOL 
tion 18,000), 
Monthly (circulation 
on of ),000 
Officers. Circulation proved. 


VUE PRICE of the American Newspaper 

Directory is Five Dollars, and the pur 
chase of the book carries with it a paid sub 
scription to Printers’ Ink for one year. Ad 
dress: GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York 


MYHE GREAT MEDIUM for the South and 

West. BELFORD’S MAGAZINE, month 
ly, New York, is among the 161 newspapers 
to which the new edition of the American 
Newspaper Directory for 1891 accords a regu 
lar circulation of more than 50,000 copies each 
issue 


& Co., 


JOURNAL, Weekly (circula 
and TEACHERS’ INSTITUTE, 
47,000), reach a large 
teachers and school 
New York. 


WwW HENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year's subscription to 
Printers’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No. 10 
Spruc @St., New Yor 


ENVER, Colorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or trade 
7 types canny Bow whole country. For Denver 

paper orded a distinction is the 
DE N ER REP U BLIC 


YLASS PAPERS. Trade Papers. Complete 

/ lists of all devoted to any of the various 
trades, professions, societies, etc., may be 
found in Geo. P. Rowell & Co’s “ Book for 
Advertisers,” which is sent by mail to any 
address on receipt of one dollar. Apply to 
GEO. P. ROWELL & CO., Publishers, 10 
Spruce St., New York 


HIS PAPER does not insert any adver 
tisement as reading matter. Everything 
that does appear as reading matter is inserted 
ree. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. 


ye ?—There are a . greater number of 
insurance, banking and other monied 
institutions to the square inch in the city of 
Hartford than in any other city in the world. 
Financial advertising is a conspic uous feat 
ure in the columns of the TIMES, the undis 
pases leading newspaper of Connecticut. 
‘ample copy tells; rates also. 
TIVHE AGE HERAL D, Birmingham, Ala., the 
only morning paper printed in the min 
eral region of Alabama. Average daily cir- 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham 1 bama. 


MERICAN Rowspepe rs printed in for- 
4A. eign languages. Complete lists of Ger- 
man, Scandinavian, French, Spanish, or 
Portuguese newspapers in the United States, 
or all those printed in any language other 
than English, may be found in Geo. P. 
Rowell & Co’s * Book for Advertisers,” which 
7 sent by mail to anv address for one dollar, 

Apply to GEO. P. ROWELL & CO., Publishers, 
10 pruce 8t., New York. 
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PRINTERS’ 


A JOURNAL FOR ADVERTISERS 


INK. 


GEO. P. ROWELL & CO., Pustisuers. 
Office : No. 10 Spruce St., New York 


Issued every Wednesday. Subscription Price 
single copies 


Wholesale 


Two dollars a year in advance 
Five Cents. No back nu 
price, Three Dollars a hundred 


mbers 





ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $ Twenty-five per cent. addi- 
tional for special positions—when granted. First 


or Last Page. 





Special Notices, Wants or 


For Sale, two lines or more, 50 cents a line 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 


be handed in one week before the day of pub 
lication. 


JOHN IRVING acum, EDITOR. 
NEW YORK, AUGUST 109, 1801 


THE late George Jones, proprietor 
of the New York 7imes, was the most 
consistent and excellent manager of the 
counting-room end of a newspaper that 
it was ever my fortune to become well 
acquainted with. 

He had a price for advertising space 
—a different price for different sorts. 
No one was asked to pay more, and 
none allowed to buy for less. 

In an experience extending over a 
good part of a life-time, but one in- 
stance of a variation of price ever came 
to my knowledge, and that was in re- 
sponse to a personal request. 

““Mr. Jones, I have contracted to 
put this in every newspaper in America 
for $6 a paper. For your daily, semi- 
weekly and weekly I get $18. I want 
you to tell Theodore to accept it from 
me for this check for $500.” 

** You know that we con't 
ductions. How much does it 
to?” 

‘** About $800.” 

** Theodore, you may do that.” 


make re- 
amount 


The object was accomplished, the 
favor granted, but there was that 
about the manner of it that made a 


repetition of such a 
inadvisable. 

Mr. Jones was the only newspaper 
man I ever knew who uniformly 
seemed to consider advertising space 
in his paper absolutely worth exactly 
the fixed price. 

He would no more consider a pro- 
posal to sell for less than he would of 
selling silver dollars at seventy-five 
cents apiece, 


request seem 


PRINTERS’ 





INK. 


In the case I have quoted, I believe 
that had I asked a present in cash of 
$300 without consideration, it would 
have been more readily granted. 

I have been in business twenty-six 
years, and the above is the only in- 
stance of a variation from rates, on the 
part of the N. Y. Zimes, of which I 
have ever heard. 

Geo, P. 


ROWELL. 


THAT irrepressible vendor of light 
literature, the train-boy, has added to 
his other tasks that of purveyor of ad- 
matter. Into the lap of the 
long-suffering passenger is thrown a 
little memorandum-book, size 21¢ by 
5 inches. Every other page is occupied 
by an advertisement, while between the 
leaves in the back of the book are five 
two-cent postage stamps. This entire 
combination is offered for sale at nine 
The avaricious passenger is 
thus offered an opportunity to make 
one whole cent, with an advertisement 
memorandum-book thrown in. An 
edition of 10,000 is guaranteed, and 
advertisements cost $50 a page. The 
manipulator of this unique scheme is 
the news company which controls the 
sale of periodicals on trains and railway 
stations in the vicinity of New York. 
The concern states that the venture has 
proved so profitable that its regular 
publication will be continued and a 
new edition will be issued once a 
month, just like the big magazines. 
This is the nearest approach yet made 
to the scheme lately expounded of a 
periodical composed entirely of adver- 
tisements. 


vertising 





cents. 


THE number of newspapers pub- 
lished is now so large that the leading 
advertising agencies and advertisers 
endeavor to concentrate their business 
upon the leading ones—the best papers 
of every class in every community. 
Advertising agencies, in pursuance of 
this policy, make up and publish pre- 
ferred lists in which are named perhaps 
a tenth of all the papers. It is as im- 
portant to the advertiser and the adver- 
tising bureau as it is to the publisher 
that papers named in these preferred 
lists should actually be the best of their 
class or locality, and, in order that there 
shall be no mistake about it, every 
publisher owes it to himself to see that, 
if his paper is entitled to be classed as 
the best, it shall not fail to be so 


classed from any lack of attention on 
his part or failure to furnish the neces- 
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sary information to the American 
Newspaper Directory, upon whose 
ratings everybody relies, and from 
which all lists are compiled, no mat- 
ter who prepares them. Furthermore, 
it would appear that every publisher 
owes it to himself to see to it that in 
the case of a competing journal all 
attempts at fraudulent circulation rat- 
ings are exposed and made 


ee isc diet tgion 
THE REVIEWER. 

Here is an advertiser with good taste 
in typography and who evidently pre- 
fers going to a little expense in having 
an electrotype made rather than have 
the published announcement a dis- 
credit to himself and his business. As 


the advertisement appears in a trade 





but by 
evidence—the production of cold 
facts. 


known, not by innuendo | 


Mr. GEo. P. ROWELL has in 
contemplation the formation of a 
corporation for the purpose of 
opening advertising agencies in 
the cities of Chicago, Philadel- 
phia, Boston, Cincinnati, St. 
Louis, Baltimore and possibly in 
San Francisco, Montreal and 
New Orleans, for the reception 
and forwarding of newspaper 


advertisements. It is intended | Skilled mechanics prefer them. 
Live dealers sell them. Send 
a training at the New York | for Catalogue. . . 


office, so long conducted by Geo 
P. Rowell & Co. Each branch a rre 
office will be supplied with rate 


that these offices shall be in 
charge of men who have received 


cards and prepared to quote ad 





STARRETT’S FINE 











 ATHOL. MASS., U. S. A. 








vertising rates for the news- 
papers of the country, most of which 
will be kept on file, but will endeavor 
to concentrate its business in the di- 
rection of leading newspapers—those 
which can be of most service to an ad- 
vertiser in proportion to the prices 
charged. If the plan is carried out 
the name under which these offices 
will be conducted will probably be the 
Rowell Newspaper Advertising Bureau, 
or perhaps the American Advertising 
Company, and it is expected that the 
corporation will acquire the good-will 
S the long-established business of 
Geo. P. Rowell & Co., also the copy- 
right of the American Newspaper Di- 
rectory, the weekly journal for adver- 
tisers (PRINTERS’ INK), and, in fact, 
succeed to all the interest of the old 
house, and add to it new enterprise 
and new workers. 


THERE are 176 counties in Texas 
in which newspapers are published. 
Louisiana has 58; Arkansas, 68; Mis- 
sissippi, 72; Alabama, 64. To insert 
a two-inch advertisement one month 
in the best weekly in all these counties 
will cost the advertiser about one thou- 
sand dollars, 


paper, surrounded by black-letter type 
and crude cuts, it appears to good ad 
vantage. ‘‘ The Reviewer” believes 
that such bits of enterprise among the 
men who advertise in a limited field 
are worth noting and encouraging. 
Verily, what is worth doing at all is 


worth doing well, 


x» 
* # 

Undout tedly the Ivory Soap people 
deserve credit for the best grade of il- 
lustrations now being used for adver- 
tising purposes. Ihe series of full- 
page drawings which have been appear- 
ing on the last page of the Century 
represent some of the most capable 
book and magazine artists in the coun- 
try. The series must have cost no 
small figure. . As yet the ‘‘ way up” 
artists do not sign the work they do for 
advertisers, but I apprehend that it 
will not be long ere we shall see in the 
advertising columns such names as 
George Wharton Edwards, E. W. 
Kemble, etc. Such men as these bring 
to their work, besides mere mechanical 
skill, a trained imagination and an 
artistic conception of things. These 
qualities, when used in connection with 
advertisements, command scarcely less 
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interest than when used in the ordinary 
literary way. 


* & 

I find that there is a goodly propor- 
tion of advertisers who desire to get 
**in the swim” in respect to illustrated 
advertising, but have very indefinite 
ideas of how to go about it and of the 
cost of different kinds of cuts. ‘hese 
people I shall be doing a service in 
telling them about a pamphlet book 
issued by Mr. Leon Barritt, entitled 
‘Engravings : How to Estimate Their 
Cost.” The work is not an extended 
treatise on art, but gives specimens of 
the different kinds of engravings, with 
just the sort of information that is re- 
quired by the man who desires to make 
a commercial use of illustrations. Mr. 
Barritt, who is in charge of the art de- 
partment of the New York Press, con- 
tributed an article to PRINTERS’ INK 
of August 5 which persons who are 
looking for information along this line 
will do well to read. 


* * 

The editor of my esteemed, if some- 
what unpleasantly suggestive contem- 
porary, the Casket, sends me a sampie 
of his skill in turning out obituary 
poetry : 


Come, let us make a joyful noise ; 
Come, let us sing a song 

To tell you what it’s all about 
It will not take us long. 


We sing the song of him 
Who is a keen, long-headed man ; 
If one can see beyond his nose, 
We'll wager that Ae can. 


Though in the midst of death he be 
He surely shall survive, 

And though in gloomy business he, 
In coffins he’s alive ! 


While other men in business gay 
Are mournful and grown pale, 

And in the midst of cheerfulness 
Occasionally fail, 


He wears a sweet, contented smile, 
Is cheerful otherwise, 

And all because he knows ‘tis best 
To largely advertise. 


His coffins and his caskets, too, 
Are of the very best ; 

His hearses and his other goods, 
They distance all the rest. 


And this the secret of success : 
He uses printers’ ink 

To keep these facts before their eyes 
And make the buyers think. 


In vain were his proficiency 
In vain his enterprise 

Did he forget to make it known 
Or fail to advertise ! 


Although there is no logical reason 
why undertakers should not show as 
much enterprise as any other class of 


business men, the idea is apt to seem a 
little gruesome at first. The trade 
organs, such as the Casket, Sunnyside 
and Western Undertaker, impress the 
layman curiously, while they no doubt 
appear very matter-of-fact in the eyes 
of a profession: al funeral director. One 
reads in their columns not only about a 
certain make of hearses ‘* distancing 
all the rest,’’ but also finds alluring 
descriptions of *‘ patent burglar-proof 
grave vaults,” accounts of the latest 
doings among grave-diggers, and ad- 
vertisements of embalming fluids, 
characterized by all the verbal vigor of 
Murphy's’ varnish awnouncements, 
combined with the pictorial attractive- 


ness of Pearline ‘‘ ads.’ 
* 


* % 

The following paragraph which has 
been going the rounds, 1 commend to 
my friends of Mellin’s and Ridge’s 
fc od : ° 


The English matron objects to the modern 
fashion of advertising infant foods by means 
of photographs of lightly clad babies which 
have been reared upon them, because, forsooth, 
in future years when these infant girls, w hose 
identity is established by the publication of 
their names beneath the portrait, become 
modest maidens, it will be embarassing to have 
the young man of the future possess these 
portraits of the misses in—shirts. Of course, 
the baby boys of to-day are assiduously collec t- 
ing and preserving the portraits for future 
reference in case of meeting their originals. 


These and other advertisers will 
need to exercise care lest Mr. Comstock 
bring the guns of his formidable society 
to bear upon them. But as morality is 
said to be entirely a matter of geogra- 
phy, perhaps that which shocks the 
English matron will pass muster here. 


DELAYS ARE DANGEROUS. 


The publishers of the A dend Post, Chicago, 
feel so incensed over the rating given that 
paper by Geo. P. Rowell & Co., in the 1801 
issue of the American Ne wspaper Directory, 
that they have brought suit in the court of 
Common Pleas of Chicago, in the sum of $10,- 
000, for alleged damages. 

. Glogauer, editor of the Adend Post, when 
interviewed by a representative of the Union, 
stated that he received, last winter, a statement 
in blank from Geo, Pp. Rowell & Co., with a 
request to give a detailed statement of the 
paper's circulation for the three preceding 
months. This statement he did not give as 
requested at the time, but a short time after 
receiving same, the advertising manager of the 
Abend Post, going to New York on business, 
was give n a statement, made up and signed by 
Mr. Glogauer, which showed the circulation of 
the fever to be some 30,000. 

statement, it was said, was taken to the 

ofee of Geo. P. Rowell & c o., where it was 

submitted, and the bearer was told that same 

would have attention and the paper be given a 

Eee rating when the directory was pub- 
ished, 
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After the publication of the directory the 
publishers of the A dend Post were greatly sur- 
prised to notice that the circulation of the pa- 
per was rated as exceeding 2,000 instead of 30,- 
00, as per the statement given. To this alleged 
inconsistent rating the Adend Post did not 
reply or complain to Geo. P. Rowell & Co., but 
brought suit at once, as above stated. 

Mr. Glogauer says he intends to compel the 
publishers of the American Newspaper Direc- 
tory to show where they obtained the authority 
to publish the circulation of the A dend Post as 
», in the face of the statement of 

ooo as submitted by the advertising manager 
f the paper, and which it was promised would 
be given credence when the directory was pub- 


The ( 


exceeding 


lished. 

There were two very good 
why the Chicago Adend Post was not 
accorded the rating it desired in the 
1891 edition of the American Newspa- 
per Directory. One reason was that 
the publisher did not furnish any signed 
statement. The other reason was that 
the verbal information did not reach 
the directory’s office until the portion 
containing the rating of the Chicago 
Messrs. Geo. 


mmercial Union 


reasons 


papers had been printed. 
P. Rowell & Co, have for years been 
trying to make it plain to every newspa- 
per publisher just what is necessary to 
do in order to get a correct rating. The 
majority of publishers have come to un- 
derstand the situation perfectly, and 
instances like the Abend Post, 
it is necessary to bring a 
order to have the points made clear, are 


where 
law-suit in 
rare. 

No law under heaven 
ing into a directory based on informa- 
tion that comes to hand aiter the direc- 
tory is printed. 

* The mill will never grind 
With water that has passed.”’ 

Any publisher who is particular about 
having his circulation correctly rated 
in the next issue of the American News- 
paper Directory may be certain of ac- 
complishing that result if he will keep 
a record of actual issues for the next 
three months (thirteen weeks), and send 
it for the use of the editor of the direc- 
tory so that he may have it at hand at 
the time of fixing the circulation rat- 
ing. Such a statement will be in time 
if it reaches the office of the directory 
before the 16th day of December. A 
true statement, in detail, giving actual 
count of each edition for three months, 
and properly signed and dated, is always 
received with confidence. 

The publishers of the directory will 
pay $25 for every case where it can be 
shown that such a true statement was 
furnished and the editor of the direct- 
ory failed to rate the paper in accord- 
ance. 


can getara 
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The publishers of the directory will 
also pay $100 for such proof as would 
be sufficient in a court of 
that a circulation rating was obtained 


law to show 


in the directory by a statement whic 
was not true. The $100 reward has 
been paid in two cases, but in no in- 


stance has a claim for the $25 reward 

been maintained 

HIGH PRICES FOR EXPERT SER- 
VICI 


There is at least one man in New 
York who has good reason to believe 
in the virtue of advertising. He is a 
real estate auctioneer whose name is 
known by every person who reads the 
newspapers. His method ot disposing 
of property is to announce the sale in 
all the newspapers in the two cities, 
and then to induce the people to attend 
by offering them free railway transpor- 
tation, music by a brass band, and a 
banquet on the grounds. 

His fame seems to have spread, if 
there is any truth in a story now being 
told about him. Some two months 
ago he received a letter from a com- 
pany which was organizing a boom in 
a Californiatown. ‘They told him that 
they had bought a large area of valu- 
able land and divided it into town lots. 
Che had been extensively ad 
vertised, and but one thing was 


sale 


wanting—an auctioneer Would he 
come to California and act in that 


capacity ? 

He wrote that his business engage- 
ments in the East were such that he 
could not afford to leave them. He 
did not think it would be possible for 
them to pay him money enough to com- 
pensate him for the trip West. In a 
short time he received a second letter 
from the boomers, asking him to name 
the price for which his services could 
be secured. ‘‘ We will pay anything 
within reason,” was the way the letter 
ended. 

The auctioneer replied that he would 
do the work for $5,000, traveling ex- 
penses and board bill for himself, wife 
and child. In reply to this he received 
a telegram telling him to come on at 
the earliest possible date. He went to 
California, conducted the auction sale 
and returned to Brooklyn within a 
month with $5,000 in his pocket, to 
say nothing of the delightful trip. 
The sale lasted four days.— New York 


News, 
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Correspondence, 


“SPECIAL” SALES. 





Tue May SuHoe anv Cioruine Co., | 
Denver, Colo., Aug. 3, 1891. § 
Editor of Printers’ Ink: 

No doubt, judging from the vast number of 
so-called special sales that have been afloat in 
this country, the public are apt to say, on read- 
ing such an advertisement: ‘*‘ Another hum- 
bug ’’; and do you blame them ? 

Special sales have been overdone ; they have 
been abused by the small merc hant who, by 
offering the * choice of | any suit in the house 
for $—,” and then “silently steal away” 
with the select garments, throw the veil of 
distrust over the legitimate and beneficial sales, 
leaving the reputable merchant, when they do 
offer the untrammeled choice of any suit in the 
house, to fight against the lost confidence of 
an imposed-on public. 

If you wish to inaugurate a sale that will 
earn for youa lasting advertisement, give the 
public the benefit of it, not once and then shut 
down, but always; show them that you carry 
out your assertions, and you have earned for 
yourself a reputation that can only be appre- 
ciated by the generous response you will re- 
ceive to your advertisements; but do not com- 
mit the fatal error of killing the goose that 
laid the golden egg. 

One of the greatest mistakes made by mer- 
chants is their too oft repeated harrangues of 
sales and bargains. They fail to have a regu- 
larly appointed time for these clearances, oft 
starting them at random, and the result is (if I 
may use the expression), they become “ chest- 
nuts ’’ to the masses. They who daily adver- 
tise “ grand bargains” never give bargains ; 
they exhaust the advantages of advertising, 
abuse their own space, and when they really 
are in a position to push a bona-fide sale, their 
most convincing arguments evaporate in the 
minds of the reader like soapsuds on a busy 
Monday. 

ton your special sales. 

**Nutmec ” Davis. 


-o- 


UNIFORM BASE FOR ADVERTISERS. 


Tue PouGcHKeersie Eac.e, t 
PouGcuxeepsiz, N. Y., July 18, 1891. § 
Editor of Printers’ Ink: 

The bane of the printing office is wooden- 
backed cuts or electros. They swell and 
shrink, are never just the right height, and 
sooner or later the swelling and shrinking 
loosen the nails and the top flies off, to the 
damage of types and blanket, if not breaking 
the press. But the use of electros is increas- 
ing, and advertisers prefer to send out wooden 
backs because the postage is less, and I sup- 
pose the cost somewhat less when large num- 
bers are made. 

Would it not be practicable to adopt the 
plans of the press associations that send out 
plate matter, and thus do away with all wooden 
backs and solid metals at once? Could not 
three or four of the leading agents agree on a 
certain base or agree to use the base of some 
one of the companies now in the field, any one 
of whom would no doubt be glad to sell their 
base? A few yards in each office, cut to half- 
inch sizes, would block all the advertisements 
of all the agencies. I should think the offices 
would be glad to purchase what would be 

uired 

know our concern would if thereby we 


would have no further trouble with wooden 
backs or delays while waiting for solid metal. 
If three or four agents would do it, the rest 
would have to or get left. Most papers now- 
adays use a 13-em pica measure, and those 
who do not could easily put the needed spac- 
ing at the side. 

If this is not practicable, give us something 
better. 

James B. Pratt. 
ceenipeatiiibiamesiaiainy 
MR. OCHS ON INTERIOR DAILIES. 
Garpiner Daity News, | 
Garpiner, Me., Aug. 10, 1891. § 
Editor of Printers’ Ink: 

In your issue of Aug. sth my attention was 
drawn to an article by Adolph S. Ochs, entitled 
“Interior Dailies.’’ In this article comparison 
is made between different localities, their 
population and the relative circulation of 
dailies in those places, among the rest Gardiner, 
Maine, which, with a population of 5,491, has 
a daily which has a circulation of over 1,000, 
This, without a knowledge of the locality, 
would seem to be a large circulation ; but there 
are a few points to be considered which places 
a different appearance on this, and one that 
shows it is possible for the News to have a cir- 
culation of more than two or even three times 
as large as this. Gardiner proper has a popu- 
lation of 5,491 ; Farmingdale, which to all in- 
tents and purposes is a part of Gardiner and 
uses the same post-office, has a population of 
821; across the river and joined by a bridge is 
Randolph, with 1,281, making our little city 
show a population of 7,5 Four miles from 
Gardiner is the city of Flallowell, with 3,181, 
and two miles further is Augusta, with 10,529. 
The two cities are connected with Gardiner by 
electric railroad, making half-hour trips. This 
gives a grand total of 21,291 ; and the News is 
the only evening paper published in this terri- 
tory, its nearest competitors being the Bath 
Times and Lewiston Journal. 

Hos. W. SCHURMAN, 
- so 
A TIME-HONORED USAGE. 
From the Fournalist. 


About every so often, and sometimes more 
frequently, the great American editor and the 
equally untamed aud fiery American publisher 
get together and in soul-stirring speeches 
declare that ‘‘ the advertising agent must go,’ 
and the advertising agent goes—on, 

Something over three years ago, at the con- 
vention of the American Newspaper Publish- 
ers’ Association, the matter was discussed, and 
the — agent wasn’t left with a leg to stand 
on. a hes were made, committees were ap- 
eloquence was turned on to 
supply a dozen Fourth of July orators for a 
term of years,and I, in my innocence, confi- 
dently expected to see the agents shut up 
shop and go in for typesetting or car-driving 
or some other less hazardous occupation. 
The advertising agent was, I inferred, sit- 
ting on a keg of giant powder; the gentle- 
men of the Publishers’ Association had ig- 
nited the fuse, and I stood aside and looked 
skyward. 

‘hen the meeting was adjourned and elo- 
quence was turned of at the tap, | was some- 
what amused and somewhat instructed by 
observing the wild scramble among the gentle- 
men for the favor of those same agents. The 
hand which had been out a few hours pre- 
viously sawing the air in emphasis of fervid 
denunciatory rhetoric was clasping the palm of 
the agent in conciliatory simulation of affec- 
tion, 
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Important Revision. —De Art: I| NGRAV!NS 
understand that Ward McAllister intends to 
revise his book—make some additions to it — 


now drinke New Yors Weeks” — TRY AN EXPERIMENT. tie in 








vans vn : an amate ur spaper, THE NOVELTY DE Rk, 
Citizen— That last murder is the P. O. Box 522 Rochester, N. _ 
talk of the town. Everybody seems excited 
Reporter— Everybody ? Portraits—Made to order from 
Citizen—Of course, | mean everybody ex- ne agg -¥~y st _—_ apaper c uts 
n he lice Stree > : th’ s od made, Send for ng se. C Al 
— . Meg yee. pvaedil — ; ” a PRESS ASSOCIAT'N, Columbus, O 
s \ —Mr. Goth: se% . 
Boston Wins Again.—Mr. Gotham :| Advertising Illustrations. 
We are to have a anemalns in New York 


which is to print only rejected articles. \ atch Designs, Novel Sty les, Artistic and 

Miss Penclone Adame fof Bostoa)—I cus Tasty ork, made to special order to suit 

I pe P| any business for newspaper, circular, maga 

pose it is to be published in New York so as to] gine. Send stamp for circular giving full 
be right at the fountain head of that sort of | particulars. 





article, —Puck, H. W. ROGERS, 1286 Broapway, N. ¥Y 
i Tt ‘e I iti ao? 
Wife —What are you writing Per Day our agents make 
Colonel Rungood (war eteran)—A maga-| taking advertisements from 
zine article, showing that General Fightwe 1} ' 00 ading firms for our **Q@aest 
i 


did not win half the battles he is credited i ¢ Call, *? which is put into hotels FREE, 
with It's about done now rite for an agency. You don t need expe 
“All iy for the printer ?”’ rh “nce to make big money working for the 
ay pse & I ,| RANSOM ELECTRIC GUEST CALL COM 
‘Oh, I won't print it until after he is dead.” | pany, Minneapolis. Minnesota 
Vew Vork Weekly 


Noi, Convene, — Seeing] PRESSWORK 
Man See here, | want my _ subscription 6 


stopped. I can’t stand those violent editorials | wr 
f yours on the sinfulness of ra ing | Large Runs Solicited. . 
Editor — But, my dear sir, you can't do} Facilities 300 Reams Daily. 


without our pres. No other gives so com- GIBB BROS & MORAN 
piete a report of the races. CAicago Satur-| 4 9 
day He pad, , | PRINTERS, - . 

A Close Call for Ouipley **Toekins 15-51 Rose Street, ti New York. 
.nd Quipley, the funny'men, had a queer bet | COMPOSITION—RLECTROTYPING— BINDING. 


last night, 


‘What was it?” TypnJ A’ o Advertising Agency, B 
**Joekins bet Quipley that Depew’s speeches Dodd S265 Washington Street, oston. 


1ad more of his jokes in ’em than they had of 
Quipley’s. Quipley won, though, The score 


Quinley's guelay we Send for. Estimate. y) 


Traveling Incog.—Stranger: Hem ! 
Boy, do you know any of the newspaper re- RELIABLE DEALING CAREFUL ——¥ f 


porters by sight ? a 
Hotel Boy—Lots of ’em. SS — 


Stranger—Well—er—ahem! Iam the Hon —— 


Mr. Greatman, but I registered as J. Smith in 
order to avoid interviewers. Here's a quarter 
joy—All right. I'll tell "em you're here. Companies, . IN of Trade, 
Street & Smith's Good News. le hambers of Commerce, Commercial Clubs, 
o = | individuals, who desire to secure immigra 
Organs $%5 up. Cats iatetinn. FREE | tion, manufacturing, capital, or having —_ 
BEATTY Dan’! F. Beatty, Wash’ton, N. J. | for sale and who may wish to advertise at a 
| moderate cost, in a most profitable > oti 


LETT RS to let. Good o—_,, ., J. j will do well to correspond with me. 
E Goodwin, 1215 B’way, N.Y.| B. L. CRANS, 10 Spruce St., New York. 


CONSIDEK + CANADA 
CAREFULLY 


in arranging your fall advertising. Information as to imports of your line of gcods, 
duties, probable demand, best territory, on application. “ Cover ( ‘anada Completely from 
Coast to Coast,” and do your Canadian advertis ing thoroughly and economically by using 
only 























‘* Preferred Canadian Papers,”’ 


Room 105 Times Building, New York. 
ROY V. SOMERVILLE, Special Agent for U. S. Advertising. 
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NEWSPAPER FOR SALE. 
YOR SALE—Weekly nowepepe r and print 
ing office ; only one in I Mass. town ; 
»rofits pay for it in four years ; $1,000 cash, 
valance easy. Address “ AC} 
NILES, Adv. Agent, Boston, Mass. 


Preferred Position. 


We have leases on all the most prominent 









walls in the leading cities and towns, and | 
can point your signs where they will AD- | 


ERTISE you. 
No back-street or country-road locations 
for us. 


THE R. J. GUNNING CO., 


Advertising Sign Contractors, 
297 Dearborn Street, Chicago. 











Lawyers Live Well and Have Money. 


The National Reporter System 


(St. Paul, Minn.) furnishes Lawyers 
Authorities, so MUST be read. 
30,000 each week (magazines). (See 
Rowell’s Directory & preferred lists.) 
The largest Law Circulation in the world. 
Each copy in use 17 weeks (average). 


S. C. WILLIAMS, Mgr., 42 Tribune Bg., N. Y. 








Study Law 
At Home. 


the Sprague Corre 
spondence School of 
(stamps) for partic 
ulars to 

W. C. Sprague, L.L.B, 


$12 Whitney Block, 
Det troit, » Mic *h. 


“Bill Nye” 


gives me the exclusive privilege of using his 
writings for advertising purposes. The idea 
is novel, and first users will score a splendid 
hit. For particulars, address 


A. L. TEELE, 


ADVERTISING SPECIALIST, 
55 West 33rd Street, New : York. 














OVERMAN WHEEL CO., MAKERS, 
CHICOPEE FALLS, MASS. 
BOSTON WASHING BOR. DENVER SAN FRANCISCO, 


A. G. SPALDING & BROS., Special Agents, 


Chicago, New York and Philadelphia, 


Take a course in | 


Law. Send ten cents | 





We Issue A LimiTED NUMBER OF 


Bound 


Volumes 


OF 


‘* PRINTERS’ 


, 


INK.’ 





We still have on hand the following 
numbers, which will be sent, carriage 
paid, upon receipt of price : 

Vol. Il. - = = 3 copies. 
Vol. Ill.- - - iz “ 


Vol. IV. - = = 15 * 


Uniformly bound in cloth and gold. 
Price, $5 each. 


GEO. P. ROWELL & CO., Pubs., 
10 Spruce St., New York. 


, News Inks. 


The quality of Wilson’s News Ink 
is guaranteed to be unsurpassed by 
any other brand manufactured. 

We only ask that the ink be tested 
fairly on its merits—not on friendship 
terms. 





TESTIMONIAL. 
Lronarptown, Md., Aug. 7th, 1891. 
GENTLEMEN: I enclose money order for 
$7.50. Please ship to ST. MARY’S BEA- 
CON, Leonardtown, Md., a 100lb. keg of 
ay Ink. The extra 30 cents will pay 
express charges. 
The BEACON is now in its 51st year, 
and in buying inks has always gotten 
better quality for the money from your 
| firm than anywhere else. 
Respectfully, 
F. S. KING, 
P ‘ub’ r St. Mary's Beacon 





| 
| 
| 
| 
| 


W. D. WILSON 
Printing Ink Co. 


(Limited), 


| 140 William St., N. Y. 











PRINTE 


DOESN'T CLOG. 


THe LucKEY ADVERTISING AGENCY, 
ELGIN, IIl., 6-3-'91. 
The Tadella Pen Co., 


St. Paul, Minn 
GENTLEMEN— 


For several years I have used litho 
graphic pens for drawings of advertis- 
ing cuts, but after a few days’ use the 
ink seemed to clog them. 

Not long ago I bought some pens of 
a stationer, and one of your pens hap- 
pened to be among them. I 
used it for over two weeks, and photo 
engraving ink will not clog it. I shall 
use them exclusively in the future. 

Yours truly, 
R. LUCKEY, 


have 


M’e'r. 


Samples of 12 styles, 10 cts. 








<TADELLA 
ALLOYED -ZINK 





TRADE MARK 


TADELLA PEN CO., 
ST. PAUL, MINN. 


41,588,584 
Circulation 


In six months, July Ist to Dec. 3ist, 1890, was 
given by our agency to the 34¢-inch adver- 
tisements of 





Scott’s Emulsion 
of Cod Liver Oil 


in Home Print country weeklies. 

e believe an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to advantage. 


of this class of 
Our Catalogue °f th's class of 
Edition for 1891, will be sent to any adver 
tiser on application, and our method of work | 
fully explained. 


Netson (HEsman & (0. 





aper Advertising Agents 






-_ 
t x ~» ST. 

N. W. BRANCH, Home Insurance Bldg, CHICAGO 
EASTERN BRANCH, 54 Beekman Si., NEW YORE 
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ALL YOUR A0’S 
‘WRITTEN FOR YOU 
FOR TWO DOLLARS A YEAR, 


by expert advertisement writers, will be 
an improvement on the plan of advertis 
ing Christmas goods in August, as fre 
quently happens with the merchant who 
uses a “standing advertisement” and 
who has no time, inclination or ability to 
write fresh, bright and snappy advertise 
ments every week in the year. Itis an 
art to construct advertisements which 
will attract readers and cause you to be 
considered the best advertiser in town. 
THE AMERICAN ADVERTISER paper is de 
voted to that art. It gives the retail mer 
chant in any line of trade advertisements 
ust suited to his goods, written for him 
”y experts, displayed by onperts, and 
ready to send to the printer by simply 
adding his own name. No other paper in 
the world does it, and no paper is so use 
ful to the enterprising retailer. The sub 
scription price is $2 per year in advance, 
and two single column advertising cuts 
are given as a premium if desired. I will 
put your name on for 3 months for 
cents, or send a sample copy for ® cents. 


JNO. K. ALLEN, 
559 Rookery, Chicago. 
AN 






Circulation Exceeds 
A Half Million Monthly. 
Eagerly sent for 
Earnestly sought after 
Everybody subscribes. 
Rates, $2.50 per agate line. 
| Space at the Agencies, or of THE GANNETT 
& MORSE CONCERN, Augusta, Maine 
New York Office, 23 Park Row, W. T. PER- 
| KINS, Manager. 
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What Constitutes 


A GOOD 


Advertising Medium ? 


We Answer: 


One in which the Subscribers have 


Interest enough to Buy It. 

Interest enough to Read It. 

Interest enough to Keep It. 

Interest enough to Ask Questions. 

Interest enough to Re-read it, Adver- 

tisements and all. 

sodiitinediiis 

PREFERS IT TO ‘**CENTURY.’’ 

PEoTONE, LL, March 10, "91. 


I. 8. Johnson & Co., Boston, Mass. : 


TLEMEN—Can’'t he ey wae ssing my ap 
pree jation of FARM-PO . Every page 
sof interest, and read in preference to the 
Century every time. Doesn’t seem as if it 
could be improved, yet you are doing it every 
month. Yours truly, 

Signed, O. J, GILKERSON 





For sample and rates address 


FARM-POULTRY 


22 CUSTOM HOUSE ST., BOSTON, Mass. 
The Verdict Maintained! 
AN EXPERIMENT FOR FUN 


Proves to the advertiser that Allen’s Lists 
can be depended upon for the strong and 
substantial results, at all seasons, that has 
always ge at ay this broad and far 

Te THUS THEY JOIN 


bh ¥s) 3 
Cc aaa L GENERAL ADVERTISE RS, WHO 
CONSTANTLY REMAIN IN ALLEN’S LISTS | 
ON ANNUAL CONTRACT. | 





(Established 1886), De Esaacson, Manager, 
28 TEMPLE PLACE, 
Boston, Mass., July 8th, 1891. 
E. C. ALLEN, Augusta, Me. | 
Dear Sir: * * * “ Also permit us to say that 
for the past five years we have advertised our 
‘Etruscan Art’ work considerably; but not until 
last May d did we tr ot luck with you. In that 
month we ventu: lad. for fun; but can 
assure you that we hove not had much time for 
laughter, for it seemed as though the people of 
every State in the Union had conspired to flood 
us with letters of inquiry; and we soon found 
that our fun had to be spelled with a d (making | 
it fund) to fairly represent the — your papers 
had iven to the word in our favo 
esterday we shipped goods to California and 
Texas to patronsof your publications, and to-day, 
aix we weeks after the date of issue, we were more 
than surprised to receive orders trom the Sand- 
wich Islands, from readers of your - pers. Also 
which makes us ready to exc ~ge at part of | 
the world is there not visited by some of your 
riodicals?’ Your lists have id us more than | 
well, and you may count on our patronage as long | 
as we remain in ness. Yours respectfully 
(G. F.) “ET 


OFFICE OF ETRUSCAN ART COMPANY ! | 


RUSCAN ART CO.” 


Forms close the 18th of each month, prior | } 
te the date of the Periodicals. 
E. C. ALLEN, Proprietor of Allen’s Lists, | 
AUGUSTA, MAINE. 


THE REFoRm 


WOMEN’S DRESS, 


advocated at the Chautauqua As- 
sembly of this year, is attracting 
much attention, but JOHN HAB- 
BERTON’S serial, 


“THE CHAUTAUQUANS,” 


is attracting more, and has raised 
the New York Ledger's circula- 
tion over 40,000 copies. 


SEND IN COPY AT ONCE. 





(r2 oP - 
LIGHTEN 

WZ i IRAP 

FOUR LABORS. 

No necessity for worrying 
and fretting about a profitable 
plan for your future advertis- 
ing. Ihave a list containing 


504 thrifty Daily and Weekly 


papers, all issued from places 
of over 3,000 population. They 
are divided into State Combi- 
nations, by using any of which, 
|complete, one-half publishers’ 
rates are saved. I possess 
special facilities for the exact 
‘and rapid execution of all or- 
ders. 

For catalogues and further 
particulars, address 
S. E. LEITH, 10 Spruce St., New York. 
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A GREAT SIX MONTHS’ WORK. 


Sworn Circulation — 66 99 Daily, Sunday & 
___ Weekly, 


FOR SIX MONTHS OF 128. 
AN UNRIVALED BUSINESS RECORD. 


Magnificent success of the only Paper in Philadelphia owning and run- 




































« WHOLESALE RAPID DELIVERY WAGONS (thirty-t in 
number), and the only Newspaper in the world own ge three 
of R. HOE & CO’S MAMMOTH “QUADRUPLE” 

PRESSES, each Guars red to print, fold, p 

count and deliver over One Handred T 
(100,000) perfect copies of ** The Item” 
every hour, and HOE & CO. are 
building two more Quadru- 
ples for us. 
From January ist, (891, to June 30th, (891. 

JANUARY. FEBRUARY MARCH APRIL. MAY JUNE 
*176,400 182,600 180,070 
2 li 183, 200 179,380 
80,000 
+ 43,238 
‘ O16 
5 180,300 
t 80.600) 
7 *180,020 
8 180,080 
4 180,060 179,300 
10 *181,620 180,400 
+ 43,96 + 43,369 
178,200 180,590 
2 177,800 TRO S800 
13 7h 46 180,960 
4 178,600 *182 360 
5 178,900 180,000 
" 180 SOK 179,460 
17 *183.940 208.940 
43,408 + 45,426 
18 180, 200 185, 200 
9 179,460 182,000 
*) 180,080 180,630 
2} 180,300 *184,600 
» 180,800 180,060 
} 80.880) 75.92) 
24 */80.260 179.080 
+ 43,472 + 45,48 
2 180,080 180,060 
6 79,400 180,300 
7 yA | 180,170 
8 80,200) *154, 260 
29 180.500 181.20 
DD 180.98) tn 

31 * 180,600 

+ 4.501 
5,695,770 5, 196,163 6,133,380 5,358, 132 5,787,852 5,625,518 


* Sunday. + Weekly. 


Total of all issues for six months 796,815 | Average Sunday circulation 

Total for 155 week-day issues . 7,923,965 | Total weekly circulation........ 1,127,12 
Daily average for six months.... %6 Averags weekly circulation 
Total Sunday circulation. . 4,740,790 





City of Philadelphia, 8.8. 

Personally appeared before me, the subscriber, John F. Pole, Magistrate of Court No. 10, 
of the said city, Harrington FitzGerald, who, being duly sworn according to law, doth 
depose and say: That he is the Manager of THe PHILADELPHIA ITEM; that to the best of his 
knowledge and belief the above table correctly shows the circulation - oo ITeM from 
January Ist, 1891, to June Sth, 1891, inclusive, and further deponent saith 1 

HARRINGTON FI TZGE RALD. 
Sworn and subscribed before me aan 5th day of August, A. D. 1891. 
JouN F, POoLe 

Magistrate of Court No. 10. 
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DO YOU WANT 


To reach the buying people of the great Mississippi Valley? 
Abundant harvests and good prices make this region an 
especially desirable field for advertising during the next year. 

There is hardly a town of any importance in the Missis- 


sippi Valley where 


THE SATURDAY BLADE 


AND 


THE CHICAGO LEDGER 


are not sold by our own newsboys and special agents. You 
run no risk in contracting with these papers, for if, for any 
reason, you wish to discontinue your advertising, you can do 


so at any time at fro rata rates. 


THE SATURDAY BLADE, - - $1.00 per line. 
THE CHICAGO LEDGER, - = - .50 “ 
Both Papers Combined, . : 1.25 “ 


300,000 weexis. 


Address any responsible Advertising Agency, or the Publisher, 


W. D. BOYCE, 


16 & 118 DEARBORN ST., CHICAGO, ILL. 











PRINTERS’ INK. 











Twenty=Fourth 
Year. 


In the next issue of the American Newspaper 


Directory advertising rates will be as follows: 


One Page, , ° . $150.00 
One-Half Page, ; ? . 90.00 
One-Third Page, ‘ ; 65.00 
One-Quarter Page, ‘ . 50.00 
One-Sixth Page, , ‘ 35-00 
One-Eighth Page, . : ‘ 27.50 
One-Twelfth Page, 7 : 20.00 


Every advertiser is entitled to a free copy of th 


book, carriage paid. 


Publishers of leading papers who send copy early 
may have illustrated advertisements prepared from 
special designs or suggestions without additional 
charge, or a deduction of $25 will be allowed to 
such a publisher who prepares and furnishes an ele¢ 
trotyped copy of his advertisement for use in the book 

All full-page advertisements will be assigned 
position on a right-hand page. 

Work is now in hand upon a revision of the 
Directory for 1892, and it is already time to com 
mence the preparation of a good and effective adver- 
tisement to be inserted in its pages. 


For further information address 


GEO. P. ROWELL & CO., Publishers, 


10 Spruce St., New York. 














Don’t 
Be Behind 
The Time. 


If you wish to succeed in busi- 


ness it may be a good plan to 
advertise. Fora great success you 
can largely advertise. For a cer 


tain success, you might advertise in 
those mediums whose names and 
ren are, and have been, 
synonymous with success, For 


instance, the 


Kansas City Star 


. first-class paper in a leading 











city. It circulates widely in Mis- 


souri, Kansas, Iowa, and, in fact, 





many Western States. Its circu- 





lation is about: 


DAILY STAR,- - - - - 43,000 
WEEKLY STAR, - - - 100,000 














A drop of ink may make several million think, What do you think? 


A. FRANK RICHARDSON, 
13, 14 and 15 Tribune Building, 


NEW YORK. 


317 Chamber of Commerce, 


CHICAGO, 











